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ABSTRACT 
Purpose 
Given the increasing investments being made in brand development by destination marketing 
organisations (DMO) since the 1990s, including rebranding and repositioning, more research 
is needed to enhance understanding of how to effectively monitor destination brand 
performance over time. This paper reports the results of a study of brand performance of a 
competitive set of destinations, in their most important market, between 2003 and 2012.  
 
Research design 
Brand performance was measured from the perspective of consumer perceptions, based on 
the concept of consumer-based brand equity (CBBE). A structured questionnaire was 
administered to different samples in 2003, 2007 and 2012. 
 
Findings 
The results indicated minimal changes in perceptions of the five destinations over the 10 year 
period. Due to the commonality of challenges faced by DMOs worldwide, it is suggested the 
CBBE hierarchy provides destination marketers with a practical tool for evaluating brand 
performance over time; in terms of measures of effectiveness of past marketing 
communications, as well as indicators of future performance. In addition, and importantly, 
CBBE also provides transparent accountability measures for stakeholders. 
 
Originality 
While the topic of destination image has been one of the most popular in the tourism 
literature, there has been a paucity of research published in relation to the temporal aspect of 
consumer perceptions. This is a rare investigation into the measurement of perceptions of 
destinations over a 10 year period. 
 
 
Key words: destination image, destination branding, consumer-based brand equity, 
destination marketing organizations, DMO, travel context 
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INTRODUCTION 
The topic of branding first appeared in the marketing literature over 60 years ago (see Banks 
1950, Gardner & Levy 1955). However, the tourism destination branding literature did not 
commence until 1998 (see Dosen, Vransevic & Prebezac 1998, Pritchard & Morgan 1998). In 
the time since, this emergent field has attracted increasing academic interest. For example, a 
recent review (Pike, 2009) tabled 74 publications by 102 authors published between 1998 and 
2007. While case studies have shown that destinations can be branded (see for example 
Crockett & Wood 1999, Curtis 2001, Morgan, Pritchard & Piggott 2002, Pride 2002), little 
has been reported on the analysis of the performance of destination brands over time. This 
temporal aspect is an important gap in the literature, given i) the increasing investments being 
made in branding initiatives by destination marketing organisations (DMO) since the 1990s, 
which have included rebranding and repositioning attempts, and ii) the proposition three 
decades ago that destination image change will only occur slowly over time (see Gartner 
1986, Gartner & Hunt 1987). 
 
For consumer goods firms, the concept of brand equity is commonly used as an indicator of 
performance, and is reported as a financial value on the corporate balance sheet. However, 
such an intangible asset value of the brand will be of little practical use to DMOs and their 
stakeholders. Another tool in brand effectiveness measurement that is better suited to DMOs 
is consumer-based brand equity (CBBE), promoted by Aaker (1991, 1996) and Keller (1993, 
2003). The literature testing the potential of CBBE for destinations commenced in 2006 (see 
Konecnik 2006, Konecnik & Gartner 2007, Pike 2007, 2009, 2010, Boo, Busser & Baloglu 
2009, Kim, Kim & An 2009, Chen & Myagmarsuren 2010, Pike, Bianchi, Kerr & Patti 2010, 
Gartner & Konecnik Ruzzier 2011, Bianchi & Pike 2011, Lim & Weaver 2012, Im, Kim, 
Elliot & Han 2012). The purpose of this paper is to report the use of the CBBE hierarchy to 
analyse the impact of a competitive set of five Australian destination brand campaigns on 
market perceptions over a 10 year period between 2003 and 2012. 
 
In Queensland, Australia, 13 regional tourism organisations (RTO) are officially recognized 
by the state tourism organization (STO), Tourism Queensland (see www.tq.com.au). The 
STO provides financial and human resource assistance to the RTOs, much of which has been 
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invested in the development of destination brand campaigns. Brisbane, the state capital, is the 
most important market in terms of visitor arrivals for most destinations in Queensland. In this 
project the destination of interest is Bundaberg, Coral Coast and Country, which has been 
categorized by Tourism Queensland as an ‘emerging destination’. The destination name, 
referred to as the Coral Coast in the remainder of the paper, does not exist on a map. The 
name was chosen, for branding purposes, to reflect the diversity of a region covering 26,000 
square kilometres and 11 shire councils. Located 350 kilometres north of Brisbane, the region 
encompasses a large rural hinterland, for which Bundaberg (population 45,000) is the largest 
city, and a lengthy coastline that includes the southern starting point of the Great Barrier 
Reef. In 2002, Tourism Queensland undertook a series of focus groups with Brisbane 
residents to investigate perceptions of the Bundaberg region. The study found the area lacked 
a clear identity as a tourism destination (Tourism Queensland, 2003). A new destination 
brand, developed by the RTO and STO was launched in 2003 with the objectives being:  
i) to raise awareness of the destination, 
ii) to stimulate increased interest in, and visitation to the region, and  
iii) educate the market about things to do.  
The new brand positioning theme was ‘Take time to Discover Bundaberg, Coral Isles and 
Country’. In 2003, this project commenced to benchmark measures of CBBE for the 
destination, relative to competing regions, in the Brisbane market, immediately prior to the 
campaign launch. The aim was to monitor effectiveness of the brand over time, relative to the 
three objectives, which would provide performance effectiveness measures to the DMO, as 
well as enhanced transparency of DMO accountability to stakeholders. The 2003 study was 
replicated in 2007 and 2012, to enable a comparison of CBBE over a decade of the brand’s 
existence. 
 
LITERATURE REVIEW 
Branding has been in practice for nearly a millennium, given reports that identification marks 
of craftsmen were found on pottery in China, Europe and India dating back to 1300 BC 
(Keller, 2003).  Since consumers are now spoilt by choice of products and services, effective 
branding is mutually beneficial; helping the consumer simplify decision making, reduce 
purchase risk, create and deliver expectations, in a way that differentiates the offering from 
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rivals (Keller, 2003). Given the intense competition between places offering similar features 
and benefits it is likely many destinations will become increasingly substitutable (Cohen 
1972, p. 172, Phelps 1986, Gilbert 1990), and treated as commodities by travellers who will 
quickly switch destination preferences if a bargain is offered elsewhere (see for example 
Wilson, 2002), and therefore be at the mercy of travel intermediaries (see for example Vial 
1997, cited in Morgan & Pritchard 1998, Pike 2008, pp. 11-12).  
 
Academic interest in destination branding has been underpinned by increasing DMO 
investments since the 1990s. While there is not yet a universally accepted definition of 
destination branding (see Park & Petrick 2006, Blain, Levy & Ritchie 2005, Tasci & Kozak 
2006, Nuttavuthisit 2007), the most comprehensive to date is that offered by Blain, Levy & 
Ritchie (2005, p. 331-332): 
 “The marketing activities (1) that support the creation of a name, symbol, logo, word 
mark or other graphic that both identifies and differentiates a destination; (2) that 
convey the promise of a memorable travel experience that is uniquely associated with 
the destination; (3) that serve to consolidate and reinforce the recollection of 
pleasurable memories of the destination experience, all with the intent purpose of 
creating an image that influences consumers’ decisions to visit the destination in 
question, as opposed to an alternative one.” 
Aaker (1991) proposed a brand be viewed from both the supply and demand perspectives, to 
recognise the distinction between brand identity and brand image. The former is the self-
image aspired to in the marketplace by the organisation, while that latter is the actual image 
held of the brand by consumers. As shown in Figure 1, brand positioning elements such as 
the name, symbol and slogan, are used by the marketer to cut through the noise of competing 
and substitute products to stimulate an induced destination image that matches the brand 
identity (see Pike, 2004, p. 112). Brand performance measurement therefore requires the 
analysis of the level of congruence between brand image and brand identity.  
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Figure 1 - Brand components 
 
 
 
 
 
 
Source: Adapted from Pike (2004, p. 112) 
 
Branding performance measurement 
For commercial firms, brand equity has traditionally been reported as an intangible balance 
sheet asset representing the net-present-value of future earnings. For example, brand equity 
for Coca-Cola, the world’s pre-eminent brand, has been valued at over $70 billion (see  
http://www.interbrand.com/en/best-global-brands/2012/Coca-Cola). High levels of brand 
equity can result in increased sales, price premiums, customer loyalty (Aaker, 1991), lower 
costs (Keller, 1993), and increased purchase intent (Cobb-Walgren, Beal & Donthu, 1995). 
Since the brand exists in the mind of the consumer (Dyson, Farr & Hollis, 1996), market 
perceptions toward a brand provide the platform for any financial valuation of brand equity. 
This understanding has led to the evolution of CBBE to measure brand performance, by 
providing both a reflection of past marketing communications, as well as an indicator of 
future performance (Keller, 2003, p. 59). The CBBE hierarchy appears relevant to DMO 
stakeholders, for whom financial measures of a destination brand would be of little practical 
relevance. Following Aaker (1991, 1996) and Keller (1993, 2003), destination CBBE is 
conceptualised in this project as the function of a hierarchy of brand salience, brand 
associations and brand loyalty. Recent structural equation modelling has demonstrated the 
relationships between these three constructs (see Konecnik & Gartner 2007, Boo, Busser & 
Baloglu 2009, Gartner & Ruzzier 2011, Bianchi & Pike 2011, Im, Kim, Elliot & Han 2012). 
Figure 2 graphically displays the CBBE hierarchy in relation to the branding objectives for 
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the DMO of interest in this project. It is posited that these objectives are universal to DMOs, 
at all levels, around the world. 
 
Figure 2 – Destination CBBE 
DMO Objectives CBBE Hierarchy Performance Measures 
 
 
 
Brand salience is at the foundation of the CBBE hierarchy, and represents the strength of the 
destination’s presence in the mind of the consumer when a given travel situation is being 
considered. Salience is best operationalised though unaided top of mind awareness (ToMA), 
since ToMA is an indicator of purchase preference (see Axelrod 1968, Wilson 1981, 
Woodside & Wilson 1985). Awareness of a destination is not in itself a strong indicator of 
intent to visit (Milman & Pizam, 1995). Of interest to DMOs is understanding how travellers 
select a destination from so many places offering similar features. Using the theory of 
consumer decision sets (see Howard 1963, Howard & Sheth 1969), a number of studies have 
supported the assertion that the number of destinations a traveller will actually consider in the 
purchase process is limited to four plus or minus two (see for example Woodside & Sherrell 
1977, Thompson & Cooper 1979, Woodside & Lysonski 1989, Goodall & Ashworth1990, 
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Goodall 1991, Crompton 1992, Pike & Ryan 2004, Pike 2006). Destinations not positioned in 
the consumer’s decision set are not salient, and are therefore at a competitive disadvantage. 
This CBBE dimension relates to the DMO’s first brand objective: To increase awareness of 
the destination.  
 
Brand associations are anything linked in memory to the destination. This CBBE dimension 
relates to the DMO’s third objective: To educate the market about things to do. Reviews of 
the extensive destination image literature (see Chon 1990, Echtner & Ritchie 1991, Pike 
2002, 2007, Gallarza, Saura, & Garcia 2002, Tasci, Gartner, & Cavusgil 2007) indicate there 
is no commonly agreed conceptualisation of the construct, and therefore no accepted scale 
index. Mayo and Jarvis (1981) proposed an individual would make a brand selection based 
on what is “important and relevant to them” (p. 68), and so associations need to be measured 
in terms of attributes deemed determinant to individuals for a given travel situation. 
Determinance has been defined in the marketing literature as (Myers & Alpert, 1968, p. 13): 
“Attitudes toward features which are most closely related to preference or to actual purchase 
decisions are said to be determinant; the remaining features or attitudes - no matter how 
favourable - are not determinant”. 
 
Brand loyalty, the highest level of the hierarchy, and is related to the destination’s second 
objective: To stimulate interest in, and visitation to, the destination. The topic of destination 
loyalty has been neglected until relatively recently. This construct can be measured by 
attitudinal loyalty, such as stated intent to visit, and word of mouth recommendations, and/or 
behavioural loyalty such as actual repeat visitation. This study is concerned with the former. 
 
Temporal aspects of destination image measurement 
An advantage of the CBBE hierarchy over financial brand equity is that whereas the latter has 
an emphasis on the financial performance of a firm using short-term objectives, such as sales 
figures, the former is designed to focus on longer term objectives (Aaker, 1996). In this 
regard there has been a paucity of research in the tourism literature related to the temporal 
aspect of consumer perceptions of destinations, since the early work of Crompton (1979), 
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Gartner (1986) and Gartner and Hunt (1987). This is an important issue in this project given 
the purpose of the research was the image problem faced by the destination and the RTO’s 
development of a new brand to change market perceptions. It has been suggested that while 
individual components of a destination’s image may fluctuate greatly over time, their effect 
on overall image might not be influential (Crompton 1979, Gartner 1986). Gartner and Hunt 
(1987) found evidence of positive destination image change over a 13-year period, but 
concluded any change only occurs slowly. A study by the English Tourist Board (1983, cited 
in Jeffries 2002), which analysed the impact of an advertising campaign to modify 
Londoners’ perceptions of Northern England over a three-year period, found only minor 
changes in destination image. Gartner (1993) proposed the larger the entity the slower the 
image change. Likewise, Anholt’s national brand index (see Anholt, 2010, p. 6) has shown 
that nation image is a “remarkably stable phenomenon”. While there have been many 
examples of destination stagnation or decline in the tourist area life cycle (Butler, 1980) 
following a period of growth (see for example Pike, 2008, p. 334), there have been few 
research papers demonstrating how DMOs have been able to successfully rebrand and 
reposition their destination, such as Las Vegas, Torbay, and the Calvia Municipality in 
Mallorca (see, Pritchard & Morgan 1998, Buhalis 2000, Gilmore 2002). 
 
One of the problems in destination branding practice that has been highlighted previously is 
that too many destination brand positioning themes have been less than memorable, with best 
practise limited to a few simple slogans such as ‘I ♥ New York (see Dann 2000, Morgan, 
Pritchard & Piggott 2003, Ward & Gold, 1994). While research into success criteria for 
destination brand slogans remains limited (see Richardson & Cohen 1993, Klenosky & 
Gitelson 1997, Shanka 2001, Pike 2004a, Lehto, Lee & Ismail 2012), a key issue has been the 
lack of longevity in so many campaigns. For example, in the USA, of 47 state slogans used 
by USA STOs in 1982 (see Pritchard, 1982) only 6 were in use in 1993 (see Richardson & 
Cohen, 1993), and of those slogans being used in 1993, only 13 were still being used in 2003 
(see Pike, 2004a). The reasons for such change generally include political interference (see 
Russell, 2008), stakeholder influence (see Vial, 1997 in Pritchard & Morgan 1998, Ritchie & 
Ritchie, 1998), and turnover of marketing decision makers. Regarding the latter, McKercher 
and Ritchie (1997) cited a DMO in Australia that had four managers in six years, leading to 
four different marketing plans, each with a different positioning statement. Also, Woodside 
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(1982) offered the example of Nova Scotia, which had four different destination promotion 
themes in as many years.  
 
Travel context 
Another aspect of destination image measurement that has received scant attention in the 
literature is travel context, even though the issue was raised over two decades ago (see for 
example Snepenger & Milner 1990, Hu & Ritchie 1993, Gertner 2010). Pike’s (2002, 2007) 
reviews of the destination image literature published between 1973 and 2007 found only 37 
of the 262 publications had an explicit interest in travel context. In other words, participants 
of most studies were asked to rate their perceptions of destinations without reference to any 
particular travel situation. Indeed the attribute lists in most studies were drawn from the 
literature in other parts of the world, with no qualitative stage used to elicit attributes salient 
to the target consumer/traveller group of interest. There has been a lack of research to 
indicate whether or not this is a problem. However, embedded in this project is the 
proposition that travellers might, on occasion, seek different destination attributes or benefits 
for different travel contexts, and therefore prefer different destinations for different travel 
situations (Pike, 2006). The travel situation of interest for this project was short break 
holidays by car, defined as a non-business trip of between one and four nights away from 
home (see White, 2000). Domestic short break drive tourism is an important aspect of 
Australian travel patterns. BTR (2002) estimated 76% of domestic travel is undertaken by 
car, 70% of which is intrastate. Short breaks of 1-3 nights represented 68% of the Queensland 
self-drive market. Brisbane residents are spoilt by choice of over 100 destinations within a 
four hour drive, and countless others places along the state’s 1700 kilometre long coastline. 
 
DMO accountability 
The success of individual tourism businesses will depend to some extent on the 
competitiveness of their destination (Pike, 2004). Recent research testing this proposition has 
included SMEs’ dependence on DMO resources in Finland (Seppala-Esser, Airey & Szivas, 
2009) and hotels in Spain (Molina-Azorin, Periera-Moliner & Claver-Cortes, 2010). As 
publicly funded entities, DMOs are held accountable by local businesses with a vested 
interest in the visitor industry. However, there has been little published about stakeholders’ 
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perceptions of DMO performance (see Evans & Chon 1989, Selin & Myers 1998, McGehee, 
Meng & Tepanon 2006, Dwyer, Cvelbar, Edwards & Mihalic, 2012). The as yet unanswered 
question is: to what extent is destination marketing by DMOs actually working? For example 
a number of studies have highlighted the lack of market research undertaken to monitor the 
outcome of destination marketing objectives in North America (Sheehan & Ritchie 1997, 
Masberg 1999), Australia (see Prosser, Hunt, Braithwaite & Rosemann 2000, Carson, Beattie 
& Gove 2003), and Europe (Dolnicar & Schoesser, 2003). It is suggested the CBBE 
hierarchy outlined above has the potential to provide one means by which DMOs could 
transparently demonstrate accountability, by generating and publishing data that measures the 
outcomes of branding objectives. 
 
METHOD 
The initial 2003 study was a longitudinal design, using a systematic random sample drawn 
from the Brisbane telephone directory. The first stage questionnaire contained questions 
about recent and intended short break holiday activity, ToMA/decision set preferences, and 
importance ratings of a battery of short break destination attributes. The second 
questionnaire, distributed to the same participants three months later, involved questions 
about actual travel undertaken since the first questionnaire, and perceptions of the 
competitive set of five destinations across the battery of attributes. The 2007 study used a 
different sample, randomly drawn from an updated Brisbane telephone directory, and again a 
mail questionnaire was used. The 2012 study used a new sample invited from the panel of a 
commercial marketing research firm, and the questionnaire was administered online. The 
questionnaire used in 2007 and 2012 consisted of 173 items in three sections. The first 
section included filter questions about attitudes towards short breaks, two unaided questions 
to elicit the top of mind awareness (ToMA) destination and decision set composition, and a 
battery of 22 destination attribute-importance items using a seven point scale (1 = not 
important, 7 = very important). The attribute list was developed from a review of the 
literature, practitioner opinion, and personal interviews with Brisbane residents. A ‘don’t 
know’ option was also provided for each scale item. These attributes were selected from the 
results of the 2003 study, supplemented by attributes from further exploratory research using 
group applications of the Repertory Test with Brisbane residents. The second section asked 
participants to rate the perceived performance of the Coral Coast, along with four competing 
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destinations selected from the decision set findings of the 2003 study, across the 22 cognitive 
scale items, and two affective scale items. Questions were also used to identify measures of 
previous visitation, intent to visit and word of mouth recommendations for each of the five 
destinations.  
 
RESULTS 
The useable sample sizes were 521 in 2003, 444 in 2007 and 541 in 2012. The characteristics 
of the participants, which are summarised in Table 1, are generally similar to the wider 
Brisbane Census population. However, the 2012 online panel did have a higher ratio of males 
and those aged over 65 years than the 2003 and 2007 samples. Participants indicated a strong 
familiarity with short break holidays, with a mean of three such trips by car per year in 2003 
and 2007, and 2.5 in 2012.  
 
TABLE 1 ABOUT HERE 
Destination brand salience 
The unaided brand salience question elicited over 100 preferred ToMA destinations from 
participants in 2003, 2007 and 2012. For reporting succinctness the list has been categorized 
in Table 2 by RTO geographic boundary. The ranking of each destination was consistent 
between 2003, 2007 and 2012. The mean number of destinations listed in decision sets was 
3.8 in 2003, 3.1 in 2007 and 2.6 in 2012, all within the theorised range of 4 +/- 2. Practically, 
the decision set size and composition has serious implications for those destinations not 
listed, such as the Coral Coast, since these destinations are less likely to be considered in the 
selection process.  
 
Coral Coast destinations were listed in 58 (11%) participants’ decision sets in the 2003 study, 
25 (6%) in 2007, and 20 (4%) in 2012. The ToMA and decision set findings highlight a lack 
of improvement in brand salience for the Coral Coast between 2003 and 2012. This is 
important given brand salience is the foundation of the CBBE hierarchy, and was the RTO’s 
first objective for the new brand campaign. One possible explanation for the improvement in 
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the Gold Coast ToMA between 2007 and 2012 is this coincided with the change in RTO 
strategy following the 2008 global financial crisis to have a promotional focus in Brisbane. 
Prior to this time the RTO did not explicitly target Brisbane residents. Instead, resources were 
directed to more distant markets with the expectation that individual tourism businesses and 
collectives would be active in the Brisbane market. However, the change in the ToMA result 
might also be a function of the 2012 sample characteristics. Apart from this noticeable 
change, the destination brand salience results were otherwise consistent between 2003, 2007 
and 2012. 
 
TABLE 2 ABOUT HERE 
 
Destination brand associations 
In relation to the RTO’s third objective, Table 3 shows the brand associations of the Coral 
Coast did not improve across any of the cognitive and affective items over the 10 year period. 
However, with the exception of three attributes, the means for the cognitive items were at 
least favourably higher than the scale midpoint. From a positioning perspective, the Coral 
Coast consistently rated lowest on half of the cognitive items and both affective items, but 
highest on three attributes. It is suggested that two of these, ‘friendly locals’ and 
‘uncrowded’, represent an as yet unused market position that the RTO could better exploit to 
improve other measures of CBBE. For example, during 2004 one of the destination’s small 
towns, Bargara, was awarded Tourism Queensland’s ‘Friendliest Beach’ (see Tourism 
Queensland, 2005, p. 10). The Cronbach Alph for the 22 cognitive item scale battery was .79 
in 2007 and .90 in 2012. Table 4 shows the comparison of the Coral Coast performance with 
the means for item importance. As it can be seen, the importance means were consistent 
between 2003, 2007 and 2012. Unfortunately the importance means for the two items where 
the Coral Coast ranked highest were only marginally higher than the scale mean. Therefore, if 
the DMO was to attempt the position the destination on the basis of ‘relaxing’ and ‘friendly’, 
marketing communications clearly need to be targeted.  
 
TABLE 3 ABOUT HERE 
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TABLE 4 ABOUT HERE 
 
As mentioned, a ‘don’t know’ option was provided alongside each of the cognitive attribute 
scale items. For the attribute importance items, the maximum rate of ‘don’t know’ usage was 
1.3%, which indicated participants were familiar with the attributes. However, every Coral 
Coast performance item attracted a ‘don’t know’ non-response rate of between 30% and 50%. 
As well as minimising the risk of uninformed responses (see for example Gill 1947, Chapman 
1993, Pike 2007b) where participants might give a false answer to a question they have no 
knowledge of, a ‘don’t know’ option may also provide additional information for the 
marketer. Of the 260 destination image studies tabled by Pike (2002, 2007), only three of the 
studies employing structured questionnaires offered a ‘Don’t know’ option for participants. 
For the Coral Coast RTO, the implication is that more work is needed to improve cognition 
of what the destination has to offer. 
 
Destination brand loyalty 
In terms of brand loyalty, over 90% of participants had previously visited their unaided 
ToMA destination in 2003, 2007 and 2012. The implication that there is a low likelihood of 
ToMA selection without previous visitation, in the travel context of this project, is important 
given the link between stated intent and actual travel identified in the first study. As shown in 
Table 5, while around 40% of participants indicated having previously visited the Coral 
Coast, the mean likelihood of visiting the Coral Coast within the next year was 2.7, which 
showed no improvement from 2003 or 2007. An indicator of possible future performance, 
this was the lowest of the competitive set of destinations, as it was in 2003 and 2007. 
Participants were asked to rate the extent to which they would recommend each destination to 
friends. On this seven point scale (1 = definitely not, 7 = definitely) the mean for the Coral 
Coast was 3.9 in 2007 and 3.7 in 2012. This result, as shown in Table 6, which was not 
measured in 2003, was the lowest of the five destinations. 
 
TABLE 5 ABOUT HERE 
TABLE 6 ABOUT HERE 
14 
 
 
Key results from the 2003 study were presented to four tourism-related organisations in the 
Coral Coast region, including the RTO. As a result of the research the RTO changed part of 
the focus of its domestic marketing plan in 2004 to position the destination in the Brisbane 
market as “an attractive, accessible and affordable short-break destination” (www.tq.com.au). 
In comparing results between 2003, 2007 and 2012, it is suggested this approach has not yet 
resulted in improved CBBE for the destination.  
 
DISCUSSION 
To differentiate a destination from competing places offering similar features, DMOs are 
increasingly engaging in place branding. The purpose of the paper was to report the results of 
the tracking of destination branding performance over time. Other than Curtis’ (2001) 
analysis of the development of Oregon’s brand during the 1980s and 1990s, there has been 
little temporal analysis of the effectiveness of destination brands. In this paper, a hierarchy of 
CBBE was trialled as a means of measuring the effectiveness three key universal DMO 
objectives. Destination marketing takes place in a political environment, with DMO staff 
accountable to government funding agencies, local tourism businesses, travel intermediaries 
and the host community. Pressure to justify the brand rationale and to change brand 
initiatives can be exerted by such stakeholders. CBBE provides destination marketers with a 
useful tool to guide stakeholders on brand objectives, in addition to offering a practical and 
structured approach towards measuring performance of brand positioning. 
 
For the Coral Coast, the structure of the results provide measures of brand salience, brand 
associations, and brand loyalty in the destination’s most important market, in the context of 
short breaks by car, after 10 years of a new brand campaign. The CBBE structure provides 
indicators, related to the brand campaign objectives, for which the effectiveness of future 
promotional activity can be evaluated. The results highlighted a positioning opportunity that 
has not yet been exploited by the destination. These attributes could be used more explicitly 
in future brand promotions, since the easiest route to the mind is to reinforce positively held 
perceptions rather than to attempt to try to change opinions (see Ries & Trout, 1981). This is 
because images may only have a tenuous and indirect relationship to fact (Reynolds, 1965). 
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Overall, the results support the assertion by Gartner and Hunt (1987) that destination image 
change will only take place over a long period of time. This has serious implications for 
destination marketers considering changing brand positioning themes. DMOs operate in a 
fishbowl of stakeholder politics, being i) at the mercy of political masters for funding 
certainty, ii) at the mercy of travel intermediaries for distribution support, iii) reliant on the 
goodwill of local taxpayers and host community, and iv) under the scrutiny of often hundreds 
or thousands of local businesses with a vested interest in tourism income. If the dependent 
variable in any modelling of DMO success was a metric such as visitor arrival numbers, 
spend or length of stay, then what would the independent variables be? Due to extraneous 
variables as varied as; the weather; the currency exchange rate; marketing communications of 
rivals, stakeholders and substitute products and services; exogenous events; organic image 
agents such as the media and movies; it is currently impossible to measure the extent to 
which the DMO is responsible for the success or failure of the local tourism industry. The 
important issue of accountability of the DMO to their stakeholders warrants more attention in 
the literature. In relation to branding, one of the greatest challenges lies in harnessing 
stakeholders’ cooperation in collaboratively supporting the brand positioning required to 
communicate the brand identity (Anholt, 2010). To date there has been little research 
building on early work by Lawton and Page (1997), Santos (1998) and Gartner and Bachri 
(1999) into the extent to which DMOs and stakeholders adhere to this. 
 
One limitation of the study is that three cross sectional surveys were used in 2003, 2007 and 
2012, rather than a longitudinal design. There has been criticism of the general failure by 
marketing researchers to link attitudinal data, such as stated preferences, with actual 
behaviour, through longitudinal studies (see for example Schultz & Schultz, 2004). Likewise, 
Oppermann (1995) lamented longitudinal studies have rarely been reported in the tourism 
literature. One area where a longitudinal design would be valuable is in relation to destination 
switching (see Ritchie & Ritchie, 1998) and the extent to which competing destinations 
become substitutable (see Cohen 1972, p. 172, Phelps 1986, Gilbert 1990).  
 
 
 
16 
 
REFERENCES 
Aaker, D. A. (1991). Managing Brand Equity. New York: Free Press. 
Aaker, D. A. (1996). Building Strong Brands. New York: Free Press. 
Alegre, J., & Juaneda, C. (2006). Destination loyalty: Consumers’ economic behaviour.  
 Annals of Tourism Research. 33(3): 684-706.  
Anholt, S. (2010). Places: Identity, Image and Reputation. Basingstoke, Hampshire:  
 MacMillan. 
Axelrod, J.N. (1968). Attitude measures that predict purchase. Journal of  
Advertising Research. 8(1): 3-17. 
Banks, S. (1950). The relationship between preference and purchase of brands. The Journal 
of Marketing. 15 (Oct): 145-157. 
Bianchi, C., & Pike, S. (2011). Antecedents of attitudinal destination loyalty in a long-haul 
 market: Australia’s brand equity among Chilean consumers. Journal of Travel &  
 Tourism Marketing. 28(7):  736-750.  
Blain, C., Levy, S.E., & Ritchie, J.R.B. (2005). Destination branding: Insights and 
practises from destination management organizations. Journal of Travel  
Research. 43(May): 328-338. 
Boo, S., Busser, J., & Baloglu, S. (2009). A model of customer-based brand equity  
 and its application to multiple destinations. Tourism Management.  
BTR. (2002). Travel by Australians, 2001: Annual Results of the National 
Visitor Survey 2001. Canberra: Bureau of Travel Research. 
Buhalis, D. (2000). Marketing the competitive destination of the future. Tourism  
 Management. 21(1): 97-116. 
Butler, R.W. (1980). The concept of a tourist area cycle of evolution: implications for  
 management of resources. Canadian Geographer. 24 (1): 5-12. 
Carson, D., Beattie, S., & Gove, B. (2003). Tourism management capacity of local  
 government - An analysis of Victorian local government. In Braithwaite,  
R.W., & Braithwaite, R.L. (Eds). Riding the Wave of Tourism and Hospitality  
Research - Proceedings of the Council of Australian University Tourism and 
Hospitality Education Conference. Coffs Harbour: Southern Cross University, 
Lismore. CD-ROM. 
Chapman, R.G. (1993). Brand performance comparatives. Journal of Product & Brand  
 Management. 2(1): 42-50. 
Chen, C.F., & Myagmarsuren, O. (2010). Exploring relationships between Mongolian  
 destination brand equity, satisfaction and destination loyalty. Tourism Economics.  
 16(4): 981-994.  
Chon, K. (1990). The role of destination image in tourism: a review and discussion.  
The Tourist Review. 45(2):2-9. 
Cobb-Walgren, C.J., Beal, C., & Donthu, N. (1995). Brand equity, brand preferences,  
and purchase intent. Journal of Advertising. 24(3): 25-40.  
Cohen, E. (1972). Toward a sociology of international tourism. Social Research. 39: 164-182. 
Croes, R., Shani, A., & Walls, A. (2010). The value of destination loyalty: Myth or reality.  
 Journal of Hospitality Marketing & Management. 19(2): 115-136. 
Crockett, S.R., & Wood, L.J. (1999). Brand Western Australia: a totally integrated  
approach to destination branding. Journal of Vacation Marketing. 5(3): 276- 
289. 
Crompton, J. L. (1979). Motivations for pleasure vacation. Annals of Tourism Research.  
 October/December: 408-424. 
Crompton, J. (1992). Structure of vacation destination choice sets. Annals of  
17 
 
Tourism Research. 19: 420-434. 
Curtis, J. (2001). Branding a State:  the evolution of Brand Oregon. Journal of  
Vacation Marketing. 7(1):75-81. 
Dann, G.M.S. (2000). Differentiating destination in the language of tourism: harmless  
 hype or promotional irresponsibility. Tourism Recreation Research. 25(2): 63- 
 72. 
Dolnicar, S., & Schoesser, C.M. (2003). Market research in Austrian NTO and RTOs: Is the 
 research homework done before spending millions? In Braithwaite, R.W., & 
 Braithwaite, R.L. (Eds). Riding the Wave of Tourism and Hospitality Research - 
 Proceedings of the Council of Australian University Tourism and Hospitality 
 Education Conference. Coffs Harbour: Southern Cross University. CD-ROM. 
Dosen, D.O., Vranesevic, T., Prebezac, D. (1998). The importance of branding in the 
development of marketing strategy of Croatia as tourist destination. Acta  
Turistica. 10(2): 93-182. 
Dwyer, L., Cvelbar, L.K., Edwards, D., & Mihalic, T. (2012). Fashioning a destination  
 tourism future: The case of Slovenia. Tourism Management. 33: 305-316. 
Dyson, P., Farr, A. & Hollis, N.S. (1996). Measuring and using brand equity. Journal of 
Advertising Research, 36(6), 9-21. 
Echtner, C.M. and Ritchie, J.R.B. (1991). The meaning and measurement of  
destination image. The Journal of Tourism Studies. 2(2): 2-12. 
Evans, M. R., & Chon, K. (1989). Formulating and evaluating tourism policy using  
 importance-performance analysis. Hospitality Education & Research. 13 (2):  
 203-213. 
Gallarza, M. G., Saura, I. G., & Garcia, H. C. (2002). Destination image: toward a  
 conceptual framework. Annals of Tourism Research. 29(1): 56-78. 
Gardner, B. B., & Levy, S. J. (1955). The product and the brand. Harvard Business  
Review. March-April: 33-39. 
Gartner, W. C. (1986). Temporal influences on image change. Annals of Tourism  
 Research. 13: 635-644. 
Gartner, W. C. (1993). Image information process. Journal of Travel & Tourism  
 Marketing. 2 (2/3): 191-215. 
Gartner, W.C., & Bachri, T. (1994). Tour operators' role in the tourism  
distribution system: an Indonesian case study. Journal of International  
Consumer Marketing. 6(3/4): 161-179. 
Gartner, W. C., & Hunt, J. D. (1987). An analysis of state image change over a twelve-year  
 period (1971-1983). Journal of Travel Research. Fall: 15-19. 
Gartner, W.C., & Konecnik Ruzzier, M. (2011). Tourism destination brand equity  
 dimensions: Renewal versus repeat market. Journal of Travel Research. 50(5): 471- 
 481. 
Gertner, R.K. (2010). Similarities and differences of the effect of country images on tourist 
and study destinations. Journal of Travel & Tourism Marketing. 27(4): 383-395. 
Gilbert, D. (1990). Strategic marketing planning for national tourism. The Tourist  
 Review. 1: 18-27. 
Gill, S.N. (1947). How do you stand on sin? Tide. March 14: 72. 
Gilmore, F. (2002). Branding for success. In Morgan, N., Pritchard, A., & Pride, R.  
(Eds). Destination Branding: Creating the unique Destination Proposition. 57-65. 
Goodall, B. (1991). Understanding holiday choice in in Cooper, C. (ed.) Progress in Tourism, 
 Recreation and Hospitality Management Volume Three. Pp58-77. London: Belhaven. 
Goodall, B. & Ashworth, G. (Eds). (1990). Marketing in the Tourism Industry: The  
 Promotion of Destination Regions. London: Routledge 
18 
 
Howard, J. A. (1963). Marketing Management: Analysis and Planning.  
Homewood, Ill: Irwin. 
Howard, J. A., & Sheth, J. N. (1969). The Theory of Buyer Behavior. New  
York: John Wiley & Sons. 
Hu, Y. & Ritchie, J. R. (1993). Measuring destination attractiveness: A contextual approach. 
Journal of Travel Research. 32(2): 25-34. 
Im, H.H., Kim, S.S., Elliot, S., & Han, H. (2012). Conceptualizing destination brand equity 
dimensions from a consumer-based brand equity perspective. Journal of Travel &  
Tourism Marketing. 29: 385-403.  
Jeffries, D. (2002). Governments and Tourism. Oxford: Butterworth-Heinemann. 
Keller, K.L. (1993). Conceptualizing, measuring, and managing customer-based  
brand equity. Journal of Marketing. 57(January): 1-22. 
Keller, K.L. (2003). Strategic Brand Management. Upper Saddle River, NJ: Prentice  
Hall. 
Kim, H., Kim. W.G., & An, J.A. (2003). The effect of consumer-based brand equity  
on firms’ financial performance. Journal of Consumer Marketing. 20(4/5):  
335-351. 
Klenosky, D.B., & Gitelson, R.E. (1997). Characteristics of effective tourism promotion  
 slogans. Annals of Tourism Research. 24(1): 235-251.  
Konecnik, M. (2006). Croatian-based brand equity for Slovenia as a tourism  
 destination. Economic and Business Review. 8(1): 83-108. 
Konecknik, M., & Gartner, W. C. (2007). Customer-based brand equity for a  
 destination. Annals of Tourism Research. 34(2): 400-421. 
Lawton, G.R., & Page, S.J. (1997). Analysing the promotion, product and visitor expectations  
 of urban tourism: Auckland, New Zealand as a case study. Journal of Travel &  
 Tourism Marketing. 6(3/4): 123-142. 
Lehto, X.Y., Lee, G., & Ismail, J. (2012). Measuring congruence of affective images of  
 destinations and their slogans. International Journal of Tourism Research.  
Lim, Y., & Weaver, P.A. (2012). Customer-based brand equity for a destination: The  
 effect of destination image on preference for products associated with a  
 destination brand. International Journal of Tourism Research.  
Masberg, B. A. (1999). What is the priority of research in the marketing and promotional 
 efforts of convention and visitors Bureaus in the United States? Journal of Travel & 
 Tourism Marketing. 8(2): 29-40. 
Mayo, E. J., & Jarvis, L. P. (1981). The Psychology of Leisure Travel.  
Massachusetts: CBI Publishing Company. 
McGehee, N.G., Meng, F., & Tepanon, Y. (2006). Understanding legislators and their  
 perceptions of the tourism industry: the case of North Carolina, USA, 1990 and 2003.  
 Tourism Management. 27(2): 684-694. 
McKercher, B., & Ritchie, M. (1997). The third tier of public sector tourism: a profile  
of local government tourism officers in Australia. Journal of Travel Research.  
36(1): 66-72. 
Milman, A., & Pizam, A. (1995). The role of awareness and familiarity with a  
destination: The central Florida case. Journal of Travel Research. 33  
(3): 21-27. 
Molina-Azorin, J., Periera-Moliner, J., & Claver-Cortes, E. (2010). The importance of the  
 firm and destination effects to explain firm performance. Tourism Management. 31:  
 22-28. 
Morgan, N.J., Pritchard, A., & Piggott, R. (2002). New Zealand, 100% Pure. The creation of  
 a powerful niche destination brand. Journal of Brand Management. 9(4-5): 335-354.  
19 
 
 9(3): 285-299. 
Morgan, N.J., Pritchard, A., & Piggott, R. (2003). Destination branding and the role  
 of stakeholders: The case of New Zealand. Journal of Vacation Marketing.  
 9(3): 285-299. 
Myers, J.H., & Alpert, M.I. (1977). Semantic confusion in attitude research. Advances in  
 Consumer Research. 4:106-110. 
Nuttavuthisit, K. (2007). Branding Thailand: Correcting the negative image of sex  
 tourism. Place Branding and Public Diplomacy. 3(1): 21-30. 
Oppermann, M. (1995). Travel life cycles – a multitemporal perspective of changing 
 travel patterns. Journal of Travel & Tourism Marketing. 4(3): 101-109. 
Park, S.Y., & Petrick, J.F. (2006). Destinations’ perspectives of branding. Annals of  
Tourism Research. 33(1): 262-265. 
Phelps, A. (1986). Holiday destination image - the problem of assessment. Tourism  
 Management. September: 168-180. 
Pike, S. (2002). Destination image analysis: a review of 142 papers from 1973-2000.  
 Tourism Management. 23(5): 541-549. 
Pike, S. (2004). Destination Marketing Organisations. Oxford: Elsevier Science. 
Pike, S. (2004a). Destination brand positioning slogans – towards the development of a set  
of accountability criteria. Acta Turistica. 16(2): 102-124. 
Pike, S. (2006). Destination decision sets: A longitudinal comparison of stated destination 
 preferences and actual travel. Journal of Vacation Marketing. 12(4): 319-328.  
Pike, S. (2007). Destination image literature: 2001 – 2007. Acta Turistica. 19(2): 107- 
 125. 
Pike, S. (2008). Destination Marketing. Burlington, MA: Butterworth-Heinemann.  
Pike, S. (2009). Destination brand positions of a competitive set of near-home destinations.  
Tourism Management. 30(6) : 857-866.  
Pike, S., Bianchi, C., Kerr, G., & Patti, C. (2010). Consumer-based brand equity for 
Australia as a long haul tourism destination in an emerging market. International 
Marketing Review. 27(4): 434-449.  
Pike, S., & Ryan, C. (2004). Destination positioning analysis through a comparison of  
cognitive, affective and conative perceptions.  Journal of Travel Research. 42(4):  
333-342.  
Pride, R. (2002). Brand Wales: ‘natural revival’. In Morgan, N, Prichard, A., & Pride,  
R. (Eds). Destination Branding. Oxford: Butterworth-Heinemann. 109-123. 
Pritchard, A., & Morgan, N. (1998). Mood marketing - the new destination branding  
strategy: a case of Wales the brand. Journal of Vacation Marketing. 4(3): 215- 
29. 
Pritchard, G. (1982). Tourism promotion: Big business for the states. The H.R.A. Quarterly.  
 23(2): 48-57. 
Prosser, G., Hunt, S., Braithwaite, D., & Rosemann, I. (2000). The Significance of  
Regional Tourism: A Preliminary Report. Lismore: Centre for Regional  
Tourism Research. 
Reynolds, W. H. (1965). The role of the consumer in image building. California Management  
 Review. Spring: 69-76. 
Richardson, J., & Cohen, J. (1993). State slogans: the case of the missing USP. Journal of  
 Travel and Tourism Marketing. 2(2/3): 91-109. 
Ries, A., & Trout, J. (1982). The enormous competitive power of a selling product name.  
 Marketing Times.  29 (5): 28-38. 
Ritchie, J.R.B., & Ritchie, R.J.B. (1998). The branding of tourism destinations – past  
 achievements and future challenges. In Keller, P. (Ed). Destination Marketing –  
20 
 
 Reports of the 48
th
 AIEST Congress. Marrakech. pp. 89-116. 
Rittichainuwat, B.N., Qu, H., & Brown, T.J. (2001). Thailand’s international travel image.  
 Cornell Hotel and Restaurant Administration Quarterly. 42(2): 82-95. 
Santos, C.A. (2004). Framing Portugal: Representational dynamics. Annals of Tourism 
 Research. 31(1): 122-138. 
Schultz, D., & Schultz, H. (2004). Brand Babble: Sense and Nonsense about Branding.  
 Mason, Ohio: South-Western. 
Selin, S.W., & Myers, N.A. (1998). Tourism marketing alliances: Member satisfaction and  
 effectiveness attributes of a regional initiative. Journal of Travel & Tourism  
 Marketing. 7(3): 79-94. 
Seppala-Esser, R., Airey, D., & Szivas, E. (2009). The dependence of tourism SMEs on  
 NTOs.  Journal of Travel Research. 48(2): 177-190. 
Shanka, T. (2001). Tourist destination slogans as unique selling propositions: The  case of  
 African tourism. Tourism Analysis. 6: 53-60. 
Sheehan, L.R., & Ritchie, J.R.B. (2005). Destination stakeholders: Exploring identity and  
 salience. Annals of Tourism Research. 32(3): 711-734. 
Snepenger, D. & Milner, L. (1990). Demographic and situational correlates of business 
travel. Journal of Travel Research. 28(4): 27-32. 
Tasci, D.A., Gartner, W.C., & Cavusgil, S.T. (2007). Conceptualization and  
 operationalization of destination image. Journal of Hospitality & Tourism  
 Research. 31(2): 194-223. 
Tasci, A.D.A., & Kozak, M. (2006). Destination brands vs destination images: Do we 
know what we mean? Journal of Vacation Marketing. 12(4): 299-317. 
Thompson, J. R., & Cooper, P. D. (1979). Additional evidence on the limited  
size of evoked and inept sets of travel destination. Journal of Travel  
Research. 17(3): 23-25. 
Tourism Queensland. (2005). TQ News. Issue 1: Summer. 
Ward, S.V., & Gold, J.R. (1994). The Use of Publicity and Marketing to Sell Towns  
and Regions. Chichester: John Wiley & Sons Ltd. 
White, A. (2000). Travelling tips. Leisure Management. 20(3): 30-34. 
Wilson, A. (2002). Satisfaction criteria of short break leisure travellers. The Hospitality  
Review. October: 32-36. 
Wilson, C. E. (1981). A procedure for the analysis of consumer decision making.  
 Journal of Advertising Research. 21 (2): 31-36. 
Woodside, A. G. & Lysonski, S. (1989). A general model of traveler destination choice.  
 Journal of Travel Research. Spring: 8-14. 
Woodside, A. G., & Sherrell, D. (1977). Traveler evoked, inept, and inert sets of  
 vacation destinations. Journal of Travel Research. 16: 14-18. 
Woodside, A. G., & Wilson, E. J. (1985). Effects of consumer awareness of  
brand advertising on preference. Journal of Advertising Research. 25  
(4): 41-48. 
 
 
 
